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W eb Adopt ion Life  Cycle

The opportunity grows over time 
with the business.



Secrets to Successful W eb 
Sites

› Develop a Winning Plan
– Revenue model
– Goals and keeping score
– Competitors

› Know your audience
– Users are in control
– Audience objectives
– Profiles and demographics

› Designing for Users
– Load Time
– Navigation
– Organization

› Well Designed Sites Top Ten
› Promotion



Plan Your St rategy- Online w ith 
Offline: What’s your revenue model ?

Example:What it does
Revenue Models

Making connections 
between buyers & sellers

Matchmaking

Access to specialized 
content or services

Subscription & Fees

Earn money by exposing 
visitors to ads

Advertising

Commerce sites sell stuffProduct Sales

Bring in new businessGenerating Leads



W rite Your Plan Dow n

› Define your audience 
– (users) and their objectives

› Sizing up the competition
› Budget 

– How much will you spend ?
– Phased approach, plan for the future

› KISS 
– Keep It Simple S_________

› Ask
– Goals
– Critical Success Factors
– Expected Results



Planning-
Measurable Business Results (define before starting)

What will your web site do ?

– __________________________________________
Leads: 
– Number generated weekly/monthly     #  _________
– Value of lead by type                         $  _________

Revenue
– Increases by xx % %_________

Service
– Answer ____ requests____ daily         # _________

Budget  $________
– ROI can only be calculated with the Investment

Content, Content, Content
– Initial development __________
– Frequency_______ Responsibility _____Relevancy______



Planning- Measuring Success Scorecard

Other Goals

New visitors and/or users

Visits, Views, Growth over time

Site Performance

Customer feedback/testimonials

Customer interactions through email

Customer usage of site

Improved Customer Service

Dollars of Sales from site generated leads

Number of Sales from site generated 
leads

Leads from new market

Leads from existing market

Business Development

Reduction in calls

Distributing Press Releases  

Distributing Sales Materials

Lower Costs

Rank After
Scale 1 to 5

Rank Now
Scale 1 to 5

Objectives



Know your Audience:
The User Experience

1 . You are not your user

– “You are not your audience. You don’t see 
things like they do, know what they want, 
or work how they work.”

› Mike Kuniavsky

– “If users can’t find understand or navigate 
your site , you  have lost them and you 
have lost”

› June Cohen

2 . Make them an offer they 
can’t refuse

› Content- current, relevant, information, humor, 



Know your Audience

Demographic profile ?

Prospects
Customers

What do they need ?

How do they buy ?

Web profile ?

› Low to Medium›Member benefitsRealtor non members:Secondary

Internet  
Characteristics
:

ObjectivesSegmentsAudience

› Low to Medium›General Information
›Contacts

Public
Political Action
Press

Tertiary

› Low to Medium ›Timely, accurate 
information
›Events calendar, 
training, education
›News
›Legal assistance
›Services, legislation
›FAQ
›Renewal dates
›Member benefits
›Business tools
›PAC info
›Model office guide

Realtor members:
Owners
Individuals
Related 
Associations

Metro
, 
count
y

Primary



Com pet it ive Analysis

Research competition for ideas

– Search engine ranking 
– Features and functions
– Budget 

How will you compete against all 
competitors for your users time ?

Differentiation: improvements you 
can execute on.



Users are in Control

WIIFU= What’s In It For Users

“The distance between what you want and 
where you get it is collapsing to zero…. 
The customer no longer comes to the 
service, the service comes to the 
customer. 

Want a cup of coffee? There's a Starbucks on every corner. 

Need a book? Amazon.com is just a click away.”
› Regis McKenna, Preparing for the Age of the Never Satisfied 

Customer



Focus on how w ell it w orks, 
then w ork on how it looks

› Focus on the user and the User’s goals
– Speed (Load Time)

› Establish a page size budget for 
load time based on your unique 
audience 

› 8 seconds maximum
– Provide intuitive pathways through 

the site
– Conduct usability testing



Focus on how w ell it w orks, 
then w ork on how it looks

› Follow interface and web conventions 
› Organization & then Navigation

– Simple, easy, consistent
– Search within your website needs to be an 

option
– Don’t forget about printers and other devices 

(i.e.- phones, PDAs)
– Search engines - don’t always use the front 

door 
› Have navigation on each page

– Do not use your org chart !



Focus on how w ell it w orks, 
then w ork on how it looks

› Organization and navigation
– Visual elements and icons
– Label clearly, links linkable
– Avoid Jargon and TLAs

› Pay attention to details
– Placement on the page

› Art vs. Design
› How people see web sites

– Primary information needs to be 
prominent



The fold

How people see w eb sites

1. Where am I ? -- Your Logo and name must be visible here

3.
What 
else is 
here?

- Navigation

. What’s here ?

What do you want me to understand

The Fold- moves depending on user monitor resolution



W ell Designed Sites: Top Ten

1. Useful and valued
2. Looks great
3. Accomplishes User goals
4. Intuitive- “Don’t make me 

think”
5. Clear Purpose and Functionality
6. Follows web conventions
7. Works in all environments
8. Style
9. Content = Search Engine 

magnet
10.Built to be flexible, adapt and 

last



› Content , Content , 
Content

› Tips-
– www.alpineinternet.com
– Search on - search engine 

marketing


